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Objectives of the Research
The objectives of the research are as follows: 1, To identify group of key success factors from among the successful and less successfullntemational Brands.
2.
To apply and analyze the Customer Based Brand Equity(CBBE) Madelon the successful and less successful consumable FMCG Global Brand Literature Review & Conceptual Framework Development of Instrument The items used in Expert Opinion survey instrument were adapted from the related literature. For instance, perceived quality statements were derlved from the studies of Paramsuraman et al. (1985) , Aaker (1991 Aaker ( , 1996 , and Erdemand Swait (1993): brand loyalty statements were resulted from the studies of Yoo et al. (2000) , and Keller (2003) . Brand associations and awareness statements were tailored from the studies of Agarwal and Rao (1996) , Aaker (1996) and Yoo et al. (2000) . Fat brand awareness, used separate statement referring to brand recall (recall the symbol orlego), top of mind awareness (first-name brand), and brand knowledge (knowing the product/food and beverage assortment). Brand trust statements were derived from the studies of Erdema and Swail (1998) and Delgado Ballester et al. (2003) .Here, author referred to brand reliability (the consumer's belief that the brand accomplishes its value promise), brand intentions (the consumer's belief that the brand would hold the consumer's interest when unexpected problems with the consumptlon arise), and credibility (truthfulness and dependability). For brand association / differentiation measures, the researcher used Aaker's (1996) "brand-as-product"
and .brand-as-organizationperspectives.
Today's extremely competitive and globalized environment the creation and maintenance of brands is becoming increasingly imperative. There exists a fierce alteration of brand portfolios in favor of global brands by several multinational corporations (Seetharaman et al., 2001 , Steenkamp el al.. 2002 and Wulf et aI., 2005 . One such example is the lelecom giani, Vodafone, replacing the local brand names in many counlries by the global Vodafone (in India Hutch to Vodafone). One of the major factors that are causing a shift from the local to global brand adoption is globalization (Steenkamp et aI., 2002) . Apart from yielding economies of scale, globalization practically Increases consumers around the world 10 develop similar preferences and speeds up a brand's time to market globally instead of domestic modifications (Hassan and Katsanis, 1994 and Yip, 1995) . The shift towards global brands is also attributed to the consumers' preference for brands with global image over local competitors that have resulted in to evaluation of brand equity of such brands vis-a-vis with their global counterpart.
Method Research Background
The purpose of the research is to study the awareness, preference and the purchase pattern of the select Global Brands. Further, it focuses on the performance of the select Global Brands and their reasons for success and less success of the brands. It further focuses on to evaluate the brands' journey on several parameters and scales of was on me and me researc er nas As y gone for judgmental sampling wherein, the online link was mailed to the Experts for their opinion. However, the total responses collected were 114 responses out of which got qualified to be analyzed. The bifurcation of the experts in terms of their profession is given above, wherein the highest being Marketing Managers and Marketing Professors followed by Sales Managers, Brand Managers, Product Managers & Consultants.
The former focuses on the brand's value proposition, which involves a functional benefit (value for money and reasons to buy the brand over competitors). The latter plays an important role by showing that a brand represents more than products and services. Organizational associations are particularly helpful when brands are similar with respect to attributes, when the organization is visible or when a corporate brand is involved. In determining the specific words in the brand association statements, I relied on the slogans used as well as the brands' general global performance. There is significant decrease in the Brand Loyalty from Maggi Ketchupto Heinz BLS: I really love Maggi Ketchup/Heinz A Paired.Samples t.test was conducted to evaluate the Brand Loyalty of Maggi-Ketchup & Heinz Brands. There was a statistically significant decrease in Brand Loyalty from Maggi. Kelchup (4.56, 1.36) 10 Heinz (4.04, 0.54), 1(100)=2.59, p< 0.05 (two.tailed). The mean decrease in Brand Loyalty was 0.S2 with a 9S% confidence interval ranging from 0.11 to 0.93. The eta squared statistics indicated a large effect size. BL6: Maggi/Heinz is my first choice in sauces APaired~Sample5 Hest was conducted to evaluate the Brand Loyalty of Maggi.Ketchup & Heinz Brands. There was a statistically significant decrease in Brand Loyalty from MaggiKetchup (4.68, 1.25) to Heinz (3.48, 0.82), t(1 00)=9.3, p< 0.05 (two-tailed). The mean decrease in Brand Loyalty was 1.2 with a 95% confidence interval ranging from 0.93 to 1.47. The eta squared statistics indicated a large effect size. BL7: I do not prefer to purchase any other brand then Maggi/Heinz APaired~Samples t-test was conducted to evaluate the Brand Loyalty of Maggi-Ketchup & Heinz Brands. There was a statistically significant decrease in Brand Loyalty from Maggi. Ketchup (4.92,1.08) to Heinz (3.2,1.12), t(100)=18}7, p< 0.05 (two.tailed). The mean decrease in Brand Loyalty was 1.72 with a 95% confidence interval ranging from 1.53 to 1.91. The eta squared statistics indicated a large effect size. BL8: I consider myself as Loyal CustomerofMaggUHeinz APaired-Samples t~test was conducted to evaluate the Brand Loyalty of Maggi.Ketchup & Heinz Brands. There was a statistically significant decrease in Brand Loyalty from Maggi. Ketchup (S.08, 0.9S) to Heinz (3.4, 1), t(1 00)=13.39. p< O.OS (two.tailed). The mean decrease in Brand Loyalty was L68 with a 9S% confidence interval ranging from 1.42 to 1.94. The eta squared statistics indicated a large effect size. 
Conclusion
Author believes that couture marketing strategies according to these variables is critical in designing global consumer solutions. For managers, brand trust in particular deserves special attention, not only because it is a major dimension of brand equity as confirmed in this research but also it is directly related to several dimensions of global brands and company reputation. More specifically, managers should elaborate on trust-building aspects of the marketing mix with a view on social and environmental responsibility programs. Today, the revenues of some global corporations have begun to exceed the gross national product of many of the less developed countries where they do business (Potts & Matuszewski, 2004) .
